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SELF IMAGE CONGRUITY AND CUSTOMER PERCEIVED 








The purpose of this research is to find out how the effect of Self Image Congruity and Customer 
Perceived Service Quality on Customer satisfaction has an impact on Repurchase Intention. In this 
study, the author took the object on the product at Alisha Fancy Shop. Based on the calculations 
performed, the sample used in this study amounted to 100 respondent. Analysis is carried out by 
the path analysis method. To clarify the variables studied, from what was formulated in the 
description above, that the subject matter under study is Self Image Congruity (X1), Customer 
Perceived Service Quality (X2), Customer satisfaction (Y), and Repurchase Intention (Z). From 
the results, there is a study which found that the Self Image Congruity and Customer Perceived 
Service Quality variables simultaneously have a significant effect on Customer satisfaction; 
partially the Self Image Congruity and Customer Perceived Service Quality variables have a 
significant effect on Customer satisfaction with a positive direction. In addition, the Self Image 
Congruity, Customer Perceived Service Quality, and Customer satisfaction variables also have an 
influence on Repurchase Intention simultaneously; partially the Self Image Congruity and 
Customer satisfaction variables have a significant effect on Repurchase Intention in a positive 
direction, while the Customer Perceived Service Quality variable is not significant effect on 
Repurchase Intention. Indirectly the Self Image Congruity variable and the Customer Perceived 
Service Quality have an influence with a positive direction towards Repurchase Intention. 
 





Based on data released by the Central 
Statistics Agency (BPS), Indonesia's 
economic growth tends to be stable at 
around 5 percent in the last 3 years and 
has an increasing trend, although not 
significant. But if studied more deeply, 
the structure of Indonesia's economic 
growth actually experienced a 
significant and most visible 
improvement was investment and export 
growth, which grew 6.15 and 9.09 
percent in 2017, compared to the growth 
of these two components in 2016 which 
was only 4 , 47 and -1.57 percent. 
Meanwhile, related to growth in 
household consumption, the Indonesian 
government has managed to keep 
growth at around 5 percent. This 
condition can be realized because the 
government is able to keep the inflation 
rate below 4 percent in accordance with 
the APBN target and is still within the 
target range of Bank Indonesia, which is 
2.5 - 4.5 percent. The majority of 
provinces in Indonesia experience 
economic growth above the national 
average, while only a few provinces 
experience economic growth below the 
national average. Meanwhile, in the 
Asian perspective Indonesia's average 
economic growth in the last 3 years is 
still better than Thailand, Hong Kong, 
South Korea and Singapore. 
 
Uneven economic growth in each 
province, on Java Island 5.7%, is more 
than the national average. Other islands 
are above the national average such as 
Sulawesi 6.7% and Papua and Maluku 
due to infrastructure development. But 
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Sumatra, Kalimantan, is still below the 
average because it depends on 
commodities. The economy of West 
Java, which is measured based on the 
amount of Gross Regional Domestic 
Product (GRDP) at current prices, 
Quarter III-2017, reached Rp 459.13 
trillion and on the basis of constant 
prices in 2010 reached Rp 342.78 
trillion. From the lift, West Java's 
economy grew by 5.19 or above the 
national growth average. The economy 
of West Java is supported by 3 main 
sectors, namely the Processing Industry 
with a market share of 43.03%, trading 
with a Share of 15.21% and Agriculture 
with a share of 8.71%. In addition, the 
province of West Java is one of the main 
investment destinations with a national 
share of Foreign Investment (PMA) 
reaching 20.4% and Domestic 
Investment (PMDN) reaching 14.1%. 
 
The Indonesian government is currently 
intensifying its creative economy. 
Change and innovation are very excited 
about the process. Successfully 
completed programs require 
commitments made based on an 
interesting and emotional vision that is 
successfully completed with the 
program (Sariningsih, 2017). The 
Creative Economy Agency (Bekraf) as a 
body that handles the creative economy 
in Indonesia has a target to increase the 
competitiveness of the national creative 
economy. The numbers of creative 
economic sectors that are developing 
rapidly and have high potential to be 
developed are the culinary, fashion and 
craft (handicraft) sectors. Fashion ranks 
second after culinary from 15 creative 
economy sectors with percentage gain of 
18.5 percent. Currently the development 
of Muslim fashion in Indonesia is very 
fast, the impact is the emergence of 
Muslim clothing communities and one 
of them is a hijab user. The hijab 
industry belongs to the creative industry 
in the fashion field. According to 
Djaslim (2010) the reason for the decent 
hijab industry to be developed is first, 
being able to make a significant 
contribution in the economic field and 
create a positive business climate in the 
country. Second, it can build an image 
of the identity of the Indonesian people 
in the eyes of the world and mostly 
based on renewable resources. Third, 
create innovation and creativity which is 
a nation's competitive advantage and has 
a positive social impact. The domestic 
market is quite large with a growing 
middle class that has an important role 
to enhance the industry and strengthen 
the purchasing power of consumer 
goods (Ngoc,2016). 
 
Management as an activity carried out 
by the company to carry out its 
functions in order to realize the 
objectives that have been set, therefore 
to achieve these objectives, the company 
must carry out activities such as 
planning, organizing, directing, and 
supervising effectively and efficiently. 
Management is said to be science and 
art regulates the process of utilizing 
human resources and other sources to 
achieve a certain goal. The role of 
management is very large on the success 
of a business enterprise. Management is 
one of the important and essential 
sciences needed by every company. 
Management is a privilege in dealing 
with time and human relations problems 
when they arise in organizations or 
companies. Lots of experts express 
differing opinions, but in principle, they 
have the same intent and purpose, 
according to the author, management is 
a process of direction from the provision 
of facilities to the work of people 
organized in the organization. 
Management is also an activity that is 
based on science and art to achieve 
predetermined goals with the help of 
others in achieving organizational or 
group goals, and is also a process of a 
series of activities so that the 
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implementation of work can take place 
effectively and efficiently. Marketing is 
one of the main activities that need to be 
done by a company whether it is a 
company of goods or services in an 
effort to gain profits and to maintain the 
viability of the business. 
 
Some marketing experts such as John 
W. Mullins and Orville C. Walker 
(2013: 14) suggest marketing is a social 
process that involves activities needed to 
enable individuals and organizations to 
get what they need and want through 
exchanges with others and to develop 
exchange relations sustainable. Whereas 
according to Kotler and Armstrong 
(2015: 30) marketing is a process where 
companies create value for customers 
and build strong relationships with 
customers to get value from customers 
in return. Furthermore Kotler and Keller 
(2016) marketing is about identifying 
and meeting human and social needs. 
One of the shortest definitions of good 
marketing is to fulfill needs profitably. 
 
Referring to definitions previously 
stated by John W. Mullins and Orville 
C. Walker (2013: 14); Kotler and 
Armstrong (2015: 30); Kotler and Keller 
(2016), the authors conclude that 
marketing management is an art and 
science in choosing target markets 
designed to create and maintain 
profitable exchanges to achieve 
company goals, namely profile and 
sustainability. In marketing, interaction 
is needed between the elements in it to 
achieve the stated goals. 
 
Image is one of the bases used by 
consumers to determine the 
compatibility between the personalities 
possessed with the product offered. Self-
image congruity is the level of 
conformity between the consumer's self-
image and the image of the product or 
brand (Su and Reynolds, 2017). 
According to Widjiono and Japarianto 
(2015) states that the self-image are 
possessed by each individual in the 
result of the development of the 
background and experience of the 
individual. Individuals in essence will 
certainly choose goods or services that 
are in accordance with their image. In 
line with what was stated by Hanggara 
and Brahmana (2015); Hartini (2012) 
then self-image congruity shows the 
level at which a consumer sees 
themselves as individuals who are in 
accordance with the purpose of the 
product produced and allows consumers 
to express themselves according to the 
brand that will be purchased and used. 
In Anggara and Brahmana (2015) argue 
that self-image congruity has 4 (four) 
dimensions, namely: actual self-
congruity, actual social self-congruity, 
ideal self-congruity, and ideal social 
self-congruity. 1) Actual self-congruity, 
self-concept that has been shown by 
individuals at this time. This self-
concept is related to how the individual 
actually values himself through attitudes 
and behaviors that have been reflected in 
his daily life personally. 2) Actual social 
self-congruity, a self-concept that has 
been manifested by individuals in their 
environment in an effort to actualize 
themselves. With this self-concept, 
individuals can find out how the actual 
environmental assessment of the self-
concept they have shown 3) Ideal self-
congruity, the concept of self that 
actually wants to be achieved by 
individuals in their personal lives or it 
can also be called a self-concept that is 
actually aspired by individuals to perfect 
their actual self-concept. 4) Ideal social 
self-congruity, self-concept that 
encourages individuals to show their 
ideal side. With self-concept, someone 
wants how the environment should see 
itself. 
 
According to Sreejesh et al. (2015) 
functional congruity is the difference 
between customer perceptions of 
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product attributes before making their 
purchase and evaluation after purchase. 
Sreejesh et al. (2015) states that 
functional congruity is the difference 
between customer perceptions of 
product or service attributes before 
making their purchase and evaluation 
after purchase. Consumers want 
products not for physical products 
themselves, but for the benefits they get 
from using the products they have 
bought (Klipfel et al, 2014). Functional 
congruity is a match between consumer 
trust related to the brand's utilitarian 
aspects, such as performance attributes 
and consumers as references. Referrals, 
like the ideal aspect, are the criteria used 
to evaluate the dimensions of actual 
brand performance. Consumers have a 
standard or reference as their ideal that 
is used to assess the goodness of 
perceived features. functional congruity 
is conceptualized as a variation of 
attitude models through evaluation of 
utilitarian attributes (Kumar and Nayak, 
2014). Utilitarian attributes refer to 
perceived characteristics related to 
comfort, customer service, performance 
or quality and reliability. Functional 
congruity has important benefits to the 
attitude of customers and will affect the 
purchase behavior. The quality of brand 
relationships between consumers and 
brands or consumers' functional 
suitability, which reflects the extent to 
which their positive assessment of the 
functional brand attributes such as 
conformity to their needs (Wang et al, 
2015). According to Kang et al. (2012), 
functional congruity is defined as the 
expectations and experiences of 
consumers of products / services, using 
measurements of six indicators 
including (1) location, (2) clean, (3) 
quality, (4) seat, (5) menu, ( 6) staff, (7) 
interior, and (8) price. 
 
In Widjiono and Japarianto (2015) 
suggest that perceived service quality is 
the basis of the formation of a quality 
and can be used to measure customer 
satisfaction. While on the other hand 
Tjiptono Tjiptono and Gregorius (2016) 
in his book states that perceived quality 
is the image and reputation of the 
product and the company's responsibility 
towards it. Bitner & Zeithaml in 
Widjiono and Japarianto (2015) states 
that a customer in assessing a product 
used will be based on at least three 
categories, namely the quality of the 
interaction, the quality of the physical 
environment, and the quality of results. 
The quality of interaction is quality that 
is closely related to how the service 
process is delivered, which is seen from 
the process of interaction between 
service provider staff and their 
customers. The quality of the physical 
environment is a quality that exists in 
the environment in which the service 
process occurs. The quality of the results 
is what the customer gets, when the 
process of producing service and the 
interaction between the customer and 
the service provider is complete. 
 
According to Zeithaml in Sudjianto and 
Japarianto (2017) services such as those 
perceived by consumers can be defined 
as the extent of differences between 
consumer expectations or their desires 
and perceptions. The implementation of 
service quality has become a strategy for 
several industries. Service quality is one 
strategy in achieving customer 
satisfaction. The success of the company 
in providing quality services to its 
customers, achieving high market share, 
and increasing the company's profit are 
largely determined by the approach 
used. 
 
In its development the dimensions of 
perceived service quality underwent 
several changes and developments. The 
perceived service quality that will be 
used in this study has 5 dimensions, 
namely: 1) Tangible, Tangible is part of 
the dimensions of service quality and 
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includes several elements of the 
company. This dimension describes the 
physical form and service that will be 
accepted by consumers. There are at 
least four attributes of physical evidence 
including modern equipment, attractive 
visual facilities, neat and professional 
employees, and visual appeal. 2) 
Reliability, Reliability the company's 
ability to provide reliable and accurate 
services from the first time without 
making any mistakes and delivering 
services in accordance with the agreed 
time. At least five attributes of reliability 
include providing services in accordance 
with the promised, reliable in handling 
customer service issues, delivering 
services properly, delivering services in 
accordance with the promised time, and 
keeping records or documents without 
errors. 3) Responsiveness, 
Responsiveness relates to the 
willingness and ability of employees to 
provide services quickly. This 
dimension emphasizes attention and 
accuracy when dealing with customer 
requests, statements and complaints. 
There are at least four attributes of 
responsiveness including informing 
customers about the certainty of the time 
of delivery of services, prompt or fast 
service for customers, willingness to 
help customers, and readiness to respond 
to customer requests. 4) Assurance, 
Assurance can relate to the behavior of 
employees who are able to foster 
customer trust in the company and the 
company can create a sense of security 
for customers. The guarantee is that 
employees are always polite and master 
the knowledge and skills needed to 
handle every customer complaint. At 
least there are four attributes of 
assurance, including employees who 
foster customer trust, make customers 
feel safe when making transactions, 
employees are consistently polite, and 
employees are able to answer every 
customer complaint. 5) Empathy, 
Empathy is a concern and concern and 
means that the company understands 
customer problems and acts in the 
interests of customers, and gives 
personal attention to customers and has 
comfortable operating hours. At least 
there are five attributes of Empathy, 
among them are giving individual 
attention to customers, employees are 
able to treat customers attentively, truly 
prioritize the interests of employees, 
employees who understand the needs of 
employees, and convenient operating 
time. 
 
According to some experts such as 
Daryanto and Setyobudi (2014) said 
consumer satisfaction is about emotional 
assessment of consumers after 
consumers use products where consumer 
expectations and needs are met. 
Whereas Kotler and Armstrong (2015: 
35) Customer satisfaction is which 
product is considered a product that is in 
accordance with the expectations of the 
buyer. If the new product is far from 
expectations, the customer is not 
satisfied. If it is in line with 
expectations, the customer is satisfied. If 
you expect to exceed expectations, 
customers are very happy to be satisfied. 
Salain, Tjiptono and Gregorius (2016) 
also expressed satisfaction arising after 
gaining experience using products. 
Furthermore Kotler and Keller (2016: 
153) state that satisfaction is a feeling of 
pleasure or disappointment that arises 
after comparing the performance 
(results) of the product that is thought of 
the expected performance (or results). 
Satisfaction level is one of the three 
general levels of satisfaction. Then 
researchers consider that consumer 
satisfaction 
 
Therefore, it is thought, researchers 
concluded that consumer satisfaction is 
a feeling of pleasure or satisfaction that 
consumers receive from the experience 
gained from the products offered by the 
company with expectations and needs 
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that can be met. If the expectation value 
is equal to the value of reality, the 
customer will be satisfied, if the 
expectation value is smaller than the 
value of consideration, the customer will 
be satisfied. However, if expectations 
are greater than the value of realization, 
the customer will feel satisfied. 
According to Tjiptono and Gregorius 
(2016) states that each company requires 
a combination strategy in order to 
realize customer satisfaction, therefore 
the strategy determined is an offensive 
strategy and defensive strategy. By 
knowing the feelings of many 
consumers after making a purchase and 
using the product, then consider whether 
the product and service are in line with 
expectations due to the basis of 
satisfaction is a brief experience of 
consumers who use products in 
accordance with agreed requirements 
(Chandio, 2015). 
 
Consumer satisfaction is measured by 
how much consumer expectations about 
products and services are in accordance 
with the actual product and service 
performance. Large companies, 
especially consumer-oriented, will 
routinely conduct research on customer 
satisfaction. Some methods applied to 
measure consumer satisfaction 
according to Kotler & Keller (2016) 
include: 1) System of complaints and 
suggestions, the Company makes it easy 
for consumers to submit suggestions and 
complaints. For example, is using the 
suggestion box. 2) Customer satisfaction 
surveys, companies need to conduct 
research or surveys every period by 
distributing questionnaires, in this way 
the company will get responses and 
feedback directly from customers. 3) 
Ghost shopper, the Company hires 
people as ghost shopper who will report 
the acquisition of high and low scores 
from their experience shopping for 
products from competing companies. 
From here the company can find out 
how sales staff  handle the situation or 
situation properly if there are complaints 
from consumers. 4) Analysis of lost 
customers, Companies should contact 
customers who have switched to other 
suppliers to learn why this happened. 
 
The purpose of determining customer 
needs is to form a list of all important 
quality dimensions in describing goods 
or services. Knowing the quality 
dimension is very important, so it will 
find out how customers define the 
quality of the goods or services they 
receive. Only by understanding the 
quality dimension, will be able to 
develop measures to assess this quality 
dimension. So it is very important for 
each company to identify its goods and 
services. Analyzing goods and services 
will provide a comprehensive picture of 
this dimension. In order for companies 
to excel or even just to survive in 
competition, companies need a new 
philosophy. Companies that are 
philosophical and have insightful 
customers will excel in competition, 
because they can provide better value to 
customers than their competitors. They 
will also find it easier to get customers, 
not only proficient at making products, 
engineering products, and engineering 
markets. 
In principle, there are three keys to 
providing quality services for customers, 
namely: 1) The ability to understand the 
needs and desires of customers. 2) 
Database development is more accurate 
than competitors. 3) Use of information 
obtained from market research in a 
strategic framework. Quality and service 
are the means to achieve customer 
satisfaction. The overall goal of the 
company is not to produce quality 
products or services or provide excellent 
service. The company's main goal is to 
produce satisfied and loyal customers 
who will continue to establish business 
with the company. Therefore, providing 
high quality and excellent service is a 
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must if the company wants to achieve 
the main goal of satisfied and loyal 
customers. 
 
Repurchase intention is the impact of 
purchases made by consumers. 
Repurchase intention is the activity of 
buying back a product twice or more. In 
repurchase there are two characteristics, 
namely intention and behavior, in 
repurchasing there is a close relationship 
with consumer attitudes toward previous 
behavior. some studies have found that 
satisfaction is not directly related to 
repurchase. but on the other hand there 
is also research that shows that 
satisfaction encourages intensive and 
intensive encouraging behavior 
therefore repurchasing can be said to be 
one indicator of satisfaction and also the 
effect of purchases. Some experts like 
Nurhayati and Wahyu (2012: 53); 
Oetomo & Nugraheni (2012); Thamrin 
and Francis (2012); Hendarsono and 
Sugiharto (2013); Gholamreza Asadian 
(2015: 3) has expressed the 
understanding of Repurchase Intention. 
Therefore, according to researchers, 
Repurchase Intention is the interest in 
buying based on the buying experience 
that has been done in the past, and of 
course the purchase is done more than 
once because consumers are satisfied 
with the products offered by the 
company. 
 
Nurhayati and Wahyu (2012: 53) is the 
willingness and actions of consumers to 
repurchase a product, because of the 
satisfaction received according to the 
desired of a product. Brands that are 
inherent in the customer's heart will 
cause the customer to continue 
purchasing or repurchasing. Oetomo & 
Nugraheni (2012) The interest in 
repurchasing is basically customer 
behavior where customers respond 
positively to the quality of service of a 
company and intend to revisit or re-
consume the company's products. 
Thamrin and Francis (2012) repurchase 
interest is the purchase interest based on 
the buying experience that has been 
done in the past. The high interest in 
repurchasing reflects a high level of 
satisfaction from consumers when 
deciding to adopt a product. Hendarsono 
and Sugiharto (2013) the notion of 
repurchasing interest is customer 
behavior where the customer responds 
positively to what has been given by a 
company and is interested in making a 
return visit or re-consuming the 
company's products. 
 
According to researchers Repurchase 
Intention is the interest in buying based 
on the buying experience that has been 
done in the past, and of course purchases 
are made more than once because 
consumers are satisfied with the 
products offered by the company. 
According to Kotler and Armstrong 
(2015) the main factors that influence 
someone's interest to make a repeat 
purchase, namely: 1) Factor Culture, 
culture and social class can influence 
someone's interest in making a purchase. 
Consumers have perceptions, desires 
and behaviors learned from childhood, 
so that they will eventually form 
different perceptions in each consumer. 
Factors of nationality, religion, racial 
group and geographical area also 
influence each individual. 2) 
Psychological Factors, Includes 
individual learning experiences about 
past events, as well as the influence of 
individual attitudes and beliefs. 
Learning experience can be defined as a 
change in behavior due to previous 
experience. The emergence of consumer 
interest to make repeat purchases is 
strongly influenced by individual 
learning experiences and consumer 
learning experiences that will determine 
buying actions and decision making. 4) 
Personal factors, personality, age, work, 
economic situation and lifestyle of the 
consumer itself will influence the 
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perception and decision making in 
buying. Therefore, the role of 
restaurants is important in providing 
good service to consumers. These 
personal factors include self-concept. 
Self-concept can be defined as the way 
we see ourselves and in a certain time as 
a picture of the wages we think. In 
relation to repurchasing interest, 
restaurants need to create a situation that 
consumers expect. Similarly, providing 
and serving consumers with products 
that are in accordance with what 
consumers expect. 5) Social Factors, 
including small reference group factors. 
Anutan group is defined as a group of 
people who influence attitudes, 
opinions, norms and consumer behavior. 
Anutan group is a collection of families, 
groups or certain people. In analyzing 
repurchase interest, family factors act as 
decision makers, initiative makers, 
influence in purchasing decisions, 
determinants of what is bought, who 
makes purchases and who becomes a 
user. The influence of the reference 
group on repurchasing interests includes 
determining the products and brands 
they use that are in accordance with the 
group's aspirations. The effectiveness of 
the effect of repurchase intention from 
the annex group is very dependent on 
the quality of the production and the 
information available to the consumer. 
 
Quoted by Basrah and Samsul (2012: 7), 
there are four dimensions of repurchase 
interest, namely transactional interest, 
namely the tendency of consumers to 
always repurchase the products they 
have consumed. Referential interest is 
the willingness of consumers to 
recommend products that have been 
consumed by others. Preferential interest 
is consumer behavior that makes the 
product that has been consumed as the 
main choice. Explorative interest is the 
desire of consumers to always look for 
information about the products they are 
interested in. 
 
In this study, the author took the 
object on the product at Alisha Fancy 
Shop. According to Sugiyono (2017) 
what is meant by Research methods 
is basically a scientific way to obtain 
data with specific purposes and uses. 
While according to Danang Sunyoto 
(2016: 19) is as a research method 
will determine the sequences of data 
analysis processes that will be 
presented systematically. From this 
understanding it can be said that the 
research method is a scientific 
method and procedure that is 
systematic and organized to obtain 
data to achieve certain goals and 
procedures for how a study is carried 
out. The method used in this research 
is descriptive verification method. 
Descriptive verification method aims 
to describe the truth or absence of the 
facts and explain the relationship 
between the variables studied by 
blunting data, processing, analyzing, 
and interpreting data in testing 
hypotheses. 
 
Alisha Fancy Shop is a hijab shop with 
Alisha hijab brand or the latest is Geulis 
and other brands. In 2016, Alisha was 
more active in using social media with 
the aim of introducing Alisha's new 
products and providing information to 
consumers. To note that Alisha Fancy 
Shop is located on Jalan Salendro  and 
has several branches in the city of 
Bandung. But in 2017 Alisha's sales 
turnover decreased by 30 percent from 
the previous year. Until now, the 
number of visitors at Alisha Fancy Shop 
tends to fluctuate, but visitors who know 
Alisha's information from social media, 
especially Instagram, only help increase 
sales by less than 10 percent. Even 
various businesses have been carried out 
both online and offline promotions. 
Therefore, the researchers in this study 
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wanted to find out how the effect of Self 
Image Congruity and Customer 
Perceived Service Quality on Customer 
satisfaction had an impact on 
Repurchase Intention. From the 
identification of these problems, the next 
discussion in this study is only limited to 
the object under study, namely Alisha 
Fancy Shop Bandung and respondents 
from this study are consumers of Alisha 





The sampling technique used by the 
author is a non-probability sampling 
technique. According to Sugiyono 
(2017: 122) non probability sampling is 
a sampling technique that does not 
provide the same opportunity or 
opportunity for each element or member 
of the population to be selected as a 
sample. The reason for selecting the 
sample using purposive sampling is 
because not all samples have criteria that 
are in accordance with the authors 
specify. For example, as for the criteria 
that the authors wrote, one of them is all 
consumers who have bought and 
repurchased. Based on the calculations 
made, the sample used in this study was 
100 people. The research method used 
in this study is to use quantitative 
methods. The analysis is done by 
validity test, reliability test and on data 
sourced from the primary data 
(questionnaire) that has been shared. 
Then the results of this questionnaire 
will produce data to be analyzed by the 
path analysis method. Data processing is 
done using SPSS 24.00. To clarify the 
variables studied, from what was 
formulated in the description above, that 
the subject matter under study is Self 
Image Congruity (X1), Customer 
Perceived Service Quality (X2), 
Customer satisfaction (Y), and 
Repurchase Intention (Z). 
 
3. Result and Discussion 
 




Figure 2. Path Analysis Results 
 
The research path diagram has the 
following structural equation: 
 
Sub structure one:  
Y = ρZX1 + ρZX2 + e1 
Y = 11.554X1+ 6.236X2 + 
0.483 
Sub structure two:   
Z = ρYX1 + ρYX2 + ρYZ + e2 
Z = 2.400X1 + 0.287X2 + 
33.178Y + 0.455 
 
Based on the results of the analysis of 
calculations, the influence between 
variables from substructure one and 
substructure two is Self Image 
Congruity (X1) has a positive effect on 
Customer sarisfaction (Y) of 11,554 
with a significance level of 0,000, 
meaning that the product is more 
appropriate to the customer's image or in 
accordance with consumer needs, 
consumers will feel more satisfied. 
Customer Perceived Service Quality 
(X2) has a positive effect on Customer 
sarisfaction (Y) of 6.236 with a 
significance level of 0.000, meaning that 
if what consumers perceive is related to 
service quality is appropriate or even 
better than perceived then consumers 
will feel or be satisfied. Self Image 
Congruity (X1) has a positive effect on 
Repurchase Intention (Z) directly at 
2,400 with a significance level of 0.018, 
meaning that the more suitable the 
product is produced by the company 
with consumer image or according to 
consumer needs, the consumer will 
make a repeat purchase. The Customer 
Perceived Service Quality (X2) does not 
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affect Repurchase Intention (Z) directly, 
meaning that in this study it is not 
consumer perceptions about the quality 
of services that affect re-purchases, of 
course there are other factors that cause 
consumers to repurchase. 
 
Customer sarisfaction (Y) has a positive 
effect on Repurchase Intention (Z) 
directly amounting to 33,178 with a 
significance level of 0,000, meaning that 
the higher consumer satisfaction with 
products offered by the company, the 
repurchase can be increased. The 
indirect effect of Self Image Congruity 
(X1) on Repurchase Intention (Z) is 
(11,554 x 33,178) that is equal to 
383,339, meaning that the more suitable 
the product produced by the consumer 
image or according to consumer needs, 
the consumer will feel more satisfied 
and if the consumer has satisfied, they 
will make a repeat purchase. The 
indirect influence of the Customer 
Perceived Service Quality (X2) on 
Repurchase Intention (Z) is (6,236 x 
33,178) that is equal to 206,898, 
meaning if what consumers perceive is 
related to service quality is appropriate 
or even better than perceived then 
consumers will feel or be satisfied and if 
consumers are satisfied, they will make 
a repeat purchase. 
 
From this study it was found that Self 
Image Congruity and Customer 
Perceived Service Quality 
simultaneously had an influence on 
Customer satisfaction. The value of 
significance produced was less than 
0.05. The magnitude of the effect of Self 
Image Congruity (X1) and Customer 
Perceived Service Quality (X2) on 
Customer satisfaction (Y) is 76.7% 
while 23.3% is influenced by other 
factors outside the variables studied. 
This means that the company in carrying 
out its business activities must pay 
attention to Self Image Congruity and 
Customer Perceived Service Quality so 
that Customer satisfaction can be 
achieved. The products produced must 
be in accordance with the Self Image 
Congruity and services in accordance 
with the Customer Perceived Service 
Quality, resulting in an increase in 
satisfaction. 
 
From the results of the study indicate 
that there is a significant influence 
between Self Image Congruity towards 
Customer satisfaction with positive 
direction. The significance value 
produced is less than 0.05, which is 
equal to 0,000. These results have 
implications that customers who come 
to Alisha Fancy Shop to buy products in 
the form of hijab due to the 
compatibility of the personality between 
the individual and the product offered. A 
positive personality or self-image can 
lead to satisfaction at Alisha Fancy 
Shop. Therefore, in creating or 
producing a product to meet consumer 
needs must pay attention to the needs 
and characteristics of the target market 
well, because if not satisfaction will 
never be achieved. 
 
The results of the study show that there 
is a significant influence between the 
Customer Perceived Service Quality and 
Customer satisfaction in a positive 
direction. The significance value 
produced is less than 0.05, which is 
equal to 0,000. This result has 
implications that the perception of good 
customer service quality will be able to 
influence customer satisfaction. A good 
perception of service quality can reflect 
if customers are satisfied with the hijab 
product sold by Alisha Fancy Shop, 
because the perception of the quality of 
service at Alisha Fancy Shop can arise 
due to self-assessment. When a person 
has expectations or perceptions of the 
service and turns out that the service is 
appropriate, they will be satisfied, if 
higher services are provided than 
expected, they will feel very satisfied, 
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but if the services provided are far 
below those expected, they will feel they 
are not satisfied or very dissatisfied. 
 
From the results of this study it was 
found that Self Image Congruity, 
Customer Perceived Service Quality and 
Customer Sarisfaction simultaneously 
had an influence on Repurchase 
Intention. The significance value 
produced is less than 0.05. The 
magnitude of the influence of Self 
Image Congruity (X₁). Customer 
Perceived Service Quality (X2), and 
Customer sarisfaction (Y) on 
Repurchase Intention (Z) are 79.7% 
while 20.7% are influenced by other 
factors outside the variables studied. 
This result has implications that 
consumers as buyers of products 
produced by Alisha Fancy Shop must 
obtain products that are as expected and 
services that are in line with what has 
been perceived, because with the 
fulfillment of this component, 
satisfaction will emerge. Satisfaction as 
a result of fulfilling the needs and 
perceptions received by consumers will 
cause consumers to repurchase Alisha 
Fancy Shop products, because 
consumers assume that the products 
offered by Alisha Fancy Shop have been 
able to fulfill what they want and 
therefore there is no reason for them not 
make a repeat purchase. But of course 
the components that have been matched 
must always be improved both in terms 
of product and service because if there is 
a decline, consumers who have made the 
purchase will feel disappointed and 
certainly will have an impact on the 
emergence of dissatisfaction and will 
not make repeat purchases, and if this 
happens it will have an impact on losses 
for Alisha Fancy Shop because it will 
cause a decrease in profitability. 
 
The results of the study show that there 
is an indirect effect between Self Image 
Congruity towards Repurchase Intention 
in a positive direction. The significance 
value produced is smaller than 0.05, 
which is equal to 0.018. These results 
have implications that customers who 
come to Alisha Fancy Shop to buy 
products in the form of hijab due to the 
compatibility of the personality between 
the individual and the product offered. A 
positive personality or self-image of a 
person can lead to a Repurchase 
Intention at Alisha Fancy Shop. 
Therefore, in creating or producing a 
product to meet consumer needs must 
pay attention to the needs and 
characteristics of the target market well. 
 
The results of the study show that there 
is no indirect influence between the 
Customer Perceived Service Quality on 
Repurchase Intention. Where the 
significance value generated is greater 
than 0.05, which is equal to 0.775. This 
result has implications that in this study 
with the Alisha Fancy Shop object, the 
Customer Perceived Service Quality 
variable does not have an effect on 
Repurchase Intention. Consumer 
perspective on quality has no effect on 
repurchase, this is because consumers do 
not consider service quality factors, but 
other factors such as product suitability 
with self-image and other variables not 
examined in this study. 
 
The results of the study show that there 
is a significant influence between 
Customer satisfaction and Repurchase 
Intention in a positive direction. The 
significance value produced is less than 
0.05, which is equal to 0,000. Getting a 
customer is a difficult thing, but even 
more difficult is maintaining the 
customer. that being able to create 
customer satisfaction at Alisha Fancy 
Shop will affect the occurrence of 
Repurchase Intention. In addition, 
customer satisfaction is a material 
review of how much they enjoy 
shopping at Alisha Fancy Shop, 
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knowing this will find out where the 




From the results of the research and 
discussion conducted, this study found 
that simultaneously the Self Image 
Congruity and Customer Perceived 
Service Quality variables had a 
significant effect on Customer 
satisfaction. Partially the Self Image 
Congruity and Customer Perceived 
Service Quality variables have a 
significant effect on Customer 
satisfaction with a positive direction. In 
addition, the Self Image Congruity, 
Customer Perceived Service Quality, 
and Customer satisfaction variables also 
have an influence on Repurchase 
Intention simultaneously; partially the 
Self Image Congruity and Customer 
satisfaction variables have a significant 
effect on Repurchase Intention in a 
positive direction, while the Customer 
Perceived Service Quality variable is not 
significant effect on Repurchase 
Intention. Indirectly the Self Image 
Congruity variable and the Customer 
Perceived Service Quality have an 
influence with a positive direction 
towards Repurchase Intention. Based on 
the conclusions of the study, the 
suggestions the authors give so the 
company in its activities always pays 
attention to customer satisfaction. 
Satisfaction is an important element so 
that a consumer becomes loyal to the 
company's products for that, control of 
quality, service when buying and 
retiring, and conformity to consumer 
needs, if the company has consistency in 
the product and has the ability to know 
the needs of consumers, satisfaction will 
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